As the sharp distinction between face-to-face communication and mediated interpersonal communication is disappearing, Twitter is now being used for private and public exchanges. This study aims to explore interpersonal communication motives on Twitter in relation to individuals' social psychological states of loneliness and life satisfaction. Social compensation and social-enhancement hypotheses were considered for the theoretical background. Data were gathered from Twitter users through online surveys. Hierarchical regression analyses on each communication motive on Twitter (pleasure, affection, inclusion, escape, relaxation, and control) were performed. Results revealed that loneliness negatively affected the motives of pleasure and affection, while life satisfaction positively affected the motives of pleasure, affection, relaxation, and control. The implications of these findings and the meaning of Twitter for interpersonal communication are discussed. 
INTRODUCTION
The development of information communication technologies (ICT) allows people to more efficiently satisfy their need for communication. As social interaction is the innate desire of individuals (Schutz, 1966) , various interpersonal communication media are now widely used to maintain personal relationships across offline and online settings. The prevalence of Internet and digital mobile devices has expanded the area of mediated interpersonal communication. In this environment, people continue to maintain their personal relationships in online settings.
In particular, Twitter, a micro-blog that allows short message "tweets" of fewer than 140 characters, now has a global reach and about fifty million users. Twitter provides diverse types and opportunities of communication. First, one function of Twitter, RT (retweet) enables users to disseminate a tweet to all of their "followers" (their Twitter "friends") at once, which facilitates an efficient flow of information. Second, along with this communication to a group, the exchange of conversations between individuals also takes place on Twitter, making it a channel for both public and private interaction. However, personal relationships formed on Twitter are not always reciprocal. People can form unreciprocated relationships with whomever they want, unless the person's Twitter account is private. Ending a relationship is as simple as starting a personal connection. The size of the interpersonal network, i.e., the number of followers, does not always imply the same amount of intimate personal relationship on Twitter. Personal networks formed on Twitter include both private and official relationships; thus, it is assumed that the users may have diverse interpersonal communication motives.
The current study focuses on how individuals' interpersonal relationships and social psychological status are related to interpersonal communication motives on Twitter. Interactions on Twitter can be regarded as a part of an individual's social life and can be related to their patterns of communication in the offline world. It has been supported that personal exchanges through interpersonal communication media have become more entwined with interpersonal relationships in real-life settings (Barnes, 2003) . Previously, studies have explored relationships between people's offline and online communication (e.g., Kraut et al., 2002; Mesch, 2001) . It has been also verified that individuals' personal traits were associated with the use of interpersonal media (Correa, Hinsley, & de Zuniga, 2010; Rau, Gao, & Ding, 2008) and the pattern of interpersonal communication (Prinstein, Boergers, & Vernberg, 2001 ). Thus, it can be inferred that the characteristics of one's interpersonal relationships and social psychological status may be reflected in compensate for insufficient interpersonal communication. In each condition, individuals have relevant communication motives for using interpersonal media; hence, the current study focuses on the influence of individuals' social psychological status, such as loneliness and life satisfaction, on the communication motives on Twitter. These two elements represent individuals' contradictory social psychological statuses: Life satisfaction decreases as loneliness increases (Civitci & Civitci, 2009) , and a lower level of life satisfaction is associated with a higher level of loneliness (Neto & Barros, 2000) .
Loneliness and Life Satisfaction as Conditions of Mediated Communication on Twitter
Loneliness is widely seen as being linked to interpersonal social activities. It has been defined as an unpleasant experience caused by deficiencies in social relationships (Marangoni & Ickes, 1989; Perlman & Peplau, 1981) . A discrepancy between expected and actual social relationships can be the reason for loneliness (Peplau & Perlman, 1982) . As the social-compensation hypothesis suggests, lonely people lacking interpersonal interactions in real-life tend to use electronic media more frequently (Perse & Rubin, 1990) . Loneliness caused by unfulfilled interpersonal communication needs can affect individuals' patterns of using interpersonal media and be significantly related to their communication motives.
Among interpersonal media, Twitter does not always provide opportunities for intimate personal relationships. Rather, both official information exchanges and private conversations occur as in the offline world. In FTF settings, a negative relationship has been found between loneliness and ICMs of pleasure, affection, and relaxation (Hosman, 1991) . Likewise, loneliness is inversely associated with perceived communication satisfaction (Zakahi, 1986) . The following hypotheses can be drawn. Internet-based interactions have been found to be linked with decreased loneliness and depression (Shaw & Gant, 2002) . Thus, lonely students who have few close friends communicate more frequently with strangers using instant messenger (Gross, Juvonen, & Gable, 2002) , and lonely people are more likely to use the Internet to seek companionship than those who are not lonely (Bardi & Brady, 2010; Wang & Sun, 2009) . They tend to pursue emotional support from others via the Internet (Morahan- Martin & Schumacher, 2003) . H1-4: Loneliness of Twitter users will positively affect their communication motive of inclusion.
Morahan- Martin and Schumacher (2003) assert that lonely people believe that they can control interpersonal interactions during mediated communication. Lonely adolescents tend to consider Internet communication to be more controllable as well as reciprocal (Peter & Valkenburg, 2006) . Among elders, a feeling of loneliness was related to the communication motive for control (Downs & Javidi, 1990) . H1-5: Loneliness of Twitter users will positively affect their communication motive of control.
Lonely people tend to participate less in interpersonal communication (Perse & Rubin, 1990) and have more communication apprehension (Downs, Javidi, & Nussbaum, 1987) . Moreover, lonely people, especially the elderly, have been found to be motivated by the need to escape (Downs & Javidi, 1990) . It is possible that individuals with a higher level of loneliness would consider Twitter as another place to escape real life and to find new companionship. H1-6: Loneliness of Twitter users will positively affect their communication motive of escape.
Life satisfaction refers to a cognitive judgment about one's life in comparison with an appropriate standard (Diener, Emmons, Larsen, & Griffin, 1985) and is one component of subjective well-being that causes people to evaluate their lives positively (Diener, 2009; Diener, Emmons, Larsen, & Griffin, 1985; Diener, Oishi, & Lucas, 2003) . Life satisfaction is interwoven with a society in which people participate and communicate with one another (Diener & Suh, 1998; Diener, Oishi, & Lucas, 2003) . Individuals' social ties relate to their life satisfaction (Kahneman & Krueger, 2006) , and the level of life satisfaction is associated with the types of interpersonal relationships and the sources of social support (Wan, Jaccard, & Ramey, 1996) .
As such, life satisfaction includes individuals' experimental cognition regarding their active social interactions and intimate personal relationships. . Rubin and Rubin (1992) found that people with life satisfaction tend to communicate with others for the reason of pleasure, affection, and relaxation. Elderly people with a high level of life satisfaction reported that they pursued pleasure and affection during interpersonal communication (Barbato & Perse, 1992) . H2-1: Life satisfaction of Twitter users will positively affect their communication motive of pleasure. H2-2: Life satisfaction of Twitter users will positively affect their communication motive of affection. H2-3: Life satisfaction of Twitter users will positively affect their communication motive of relaxation.
As the social-enhancement hypothesis suggests, Twitter users' active social interactions and their interpersonal networks may well be reflected in their online communication. Many studies have revealed a positive relationship between frequent social activities and life-satisfaction (e.g., Bradburn, 1969; Edwards & Klemmack, 1973; Knapp, 1976) . Adolescents with greater life satisfaction maintain more positive personal relationships with their peer groups and parents (Gilman & Huebner, 2006) . In this sense, life satisfaction can be considered to be one of the important elements for psychological and social development (Civitci & Civitci, 2009) Previous studies have found that people who feel confident achieve what they want and perceive a higher level of life satisfaction (Lent et al., 2005; Luszczynska, Scholz & Schwarzer, 2005) . Among students, social self-efficacy, or their self-evaluation of their ability to perform social interactions, was found to raise their life satisfaction (Fogle, Huebner, & Laughlin, 2002) . Individuals with higher self-efficacy tend to perceive that they can exert power over communication environments (Hopf & Colby, 1992) and produce desired outcomes by behaving relevantly during interpersonal communication (Makoul & Roloff, 1998) . From these findings, it can be inferred that people with self-efficacy who feel higher life satisfaction would believe that they can manage personal relationships on Twitter and thus perceive the communication motive of control.
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Based on the rationale, the following hypothesis was drawn. H2-6: Life satisfaction of Twitter users will positively affect their communication motive of control.
METHOD

Participants
To obtain data, an online survey was conducted from October 21 to November 2, 2010, by a research company. The company conducted the online survey on its nationwide panel group whose size is about 100,000. For the present study, approximately 9,000 panel members were randomly contacted via email and asked to participate in this survey. Thus, a simple random sampling method was employed among the panel members possessed by the company. If the contacted panel members agreed to participate, they were asked to provide basic demographic information. At the beginning of the questionnaire, respondents were asked to indicate whether they use Twitter. Only the Twitter users were allowed to continue the survey. Among the participants, those who completed the questionnaires honestly received some points that could be exchanged for cash. Such a reward was effective to reduce fatigue and insincere attitudes during the survey.
In total, 318 respondents participated in the online survey. Of them, 203 (63.8%) were male, and 115 (36.2%) were female. Their mean age was 33.86 (SD = 8.76) and their age range was 20 to 59. The number of respondents who had completed only junior high school was 1 (0.3%), while 40 (12.6%) had completed only high school. The number of respondents enrolled as undergrad students was 49 (15.4%). A total of 211 (66.4%) of the respondents had undergraduate degrees, and 17 (5.3%) had graduate degrees.
Measure
Interpersonal communication motives. The scale of interpersonal communication motives (Rubin, Perse, & Barbato, 1988 ) was adopted and as Rubin et al. (1988) suggested, the first three items of each six ICM were used. Eighteen items were measured by a 5-point Likert-scale and the reliability of the motivations was assessed by Cronbach's α. The reliability of pleasure was .85 (M = 3.57, SD = .69), affection was .82 (M = 3.04, SD = .71), inclusion was .82 (M = 3.20, SD = .76), escape was .80 (M = 2.79, SD = .80), relaxation was .82 (M = 3.20, SD = .72), and control was .85 (M = 2.80, SD = .79).
Loneliness. The UCLA loneliness scale (version 3) (Russell, 1996) was used to test respondents' chronic loneliness. Twenty items were measured by a 4-point Likert-scale (1 = Never, 4 = Always) and the reliability of this scale was .93 (M = 2.56, SD = 0.65).
Life satisfaction. The Satisfaction with Life Scale (SWLS) (Diener, Emmons, Larsen, & Griffin, 1985) was used, and the five items were measured by a 5-point Likert-scale (1 = strongly disagree ~ 5 = strongly agree). The reliability was .84 (M = 2.87, SD = 0.69).
RESULTS
Hierarchical regression analysis was performed to examine the effects of Twitter users' perceived loneliness and life satisfaction on their ICMs. First, the demographic statistics were entered into the hierarchical regression model (see Model 1 in Tables 1  and 2) , and then independent variables were entered (see Model 2 in Tables 1 and 2 ). Hypothesis 1-1 predicted that loneliness will negatively affect the motive of pleasure. As Table1 shows, individuals' loneliness was found to be negatively related with the motive of pleasure (β = .29, p < .001), supporting the hypothesis 1-1. The result shows that lonely people expect less to have a pleasant time while using Twitter. In addition, female Twitter users are more likely to communicate with others for the purpose of pleasure (β = .12, p < .05), and the user's age negatively affects it (β = .11, p < .05). It can be inferred that female users and younger users tend to find more fun on Twitter. Hypothesis 1-2 expected negative effect of loneliness on the motive of affection. As expected, loneliness is inversely related with the motive of affection (β = .22, p < .001), supporting hypothesis 1-2. The result implies that lonely people are not eager to reveal what they are feeling or to exchange feelings with others on Twitter. However, loneliness was not found to be significantly associated with the communication motives of relaxation, inclusion, control, and escape, denying the hypotheses 1-3, 1-4, 1-5, and 1-6. For the motive of inclusion, female Twitter users were discovered to have a higher intention (β = .12, p < .05), which explains that female users expect to feel included into a certain community by using Twitter.
International Journal of Cyber Society and Education 59 Hypothesis 2-1 supposed that life satisfaction will predict a higher level of the communication motive of pleasure (see Table 2 ), and the hypothesis was supported (β = .19, p < .01). Twitter users who are satisfied with their lives may possibly use Twitter to have a pleasant time. Hypothesis 2-2 expected a positive effect of Twitter users' life satisfaction on their motive of affection. As the hypotheses indicated, life satisfaction of Twitter users was positively related with their communication motives of affection (β = .34, p < .001). The result implies that people with a higher level of life satisfaction are more likely to exchange feelings with other users on Twitter. Hypothesis 2-3 predicted that life satisfaction affects a higher level of communication motive for relaxation, and the hypothesis was supported (β = .24, p < .01). Along with this, female users were found to have a higher level of the relaxation motive (β = .12, p < .05). Contrary to hypothesis 2-4, life satisfaction was not significantly associated with individuals' communication motive of inclusion on Twitter (β = .10, p > .05), but female users were more likely to have a higher intention for it (β = .13, p < .05). Hypothesis 2-5 predicted a negative effect of life satisfaction on Twitter users' communication motive of escape, but the hypothesis was rejected (β = .11, p > .05). Hypothesis 2-6 indicated that life satisfaction is related with a higher level of Twitter users' communication motive of control, and this hypothesis was supported (β = .21, p < .001). It can be inferred that people who perceive life satisfaction may want to use Twitter in order to exert power over others. 
DISCUSSION
Implications
This study revealed how an individual's psychological situation in offline settings influenced the intention of communication on Twitter. The results indicate that people have different motives for online social interactions, depending on their social-psychological condition, loneliness, and life satisfaction. Thus, the characteristics of social interactions and interpersonal relationships maintained on Twitter can be explained.
According to the results, a person with higher chronic loneliness has less expectation of having a pleasant time and exchanging concerns toward others using Twitter. It is possible that lonely people do not often pursue a pleasant conversation and do not actively express their private feelings with other Twitter users. This indicates that lonely people do not regard Twitter as an alternative interactional space to compensate for their lack of a close social network. Moreover, since lonely people do not perceive any other communication motives, it can be inferred that their social activities remain as passive on Twitter as in offline settings. On the other hand, people with a higher level of life satisfaction have the intention to maintain interpersonal interactions on Twitter to gratify the motives of pleasure, affection, relaxation, and control. Individuals with life satisfaction look for a pleasant time and expect more frequent exchanges of their feelings concerning others on Twitter. At the same time, Twitter can be a stress-relieving place for them, and they are more likely to exert dominance over other users.
Implications regarding interpersonal communication motives on Twitter are as follows. First, although social interactions on Twitter have thrived recently, people who feel isolated from their social communities in real life do not seem to take advantage of Twitter to construct online-based social relationships. Previously, online communication that guaranteed anonymity could play a role to fill unsatisfied social interactions for the lonely (Amichai-Hamburger & Ben-Artzi, 2003; Greenwood & Long, 2009; Stepanikova, Nie, & He, 2010) . However, recently introduced interpersonal communication media, such as Twitter, tend to combine the quality of offline and online interactions. People more often cultivate intimate relationships with friends on interpersonal media (Quan-Haase, 2007) . A higher degree of interpersonal media use (e.g. Facebook) is closely related to stronger personal bonds (Steinfield, Ellison, & Lampe, 2008) . People who possess rich personal relationships can enhance them by being involved in mediated communication. Likewise, on Twitter, lonely people, by failing to compensate for the lack of social interactions, may not actively participate in communication. Hence, Twitter does not always provide people with a shelter for online-based intimate personal connections away from the offline world.
Second, people who are satisfied with their lives have more chances to manage and to improve the quality of interpersonal relationships efficiently. During ordinary daily life, a higher level of life satisfaction is related to the formation of positive relationships, especially for those who are motivated to feel affiliation and intimacy (Hofer, Busch, & Kiessling, 2008) . Similarly, for Twitter, as the findings of this study indicate, people who are more satisfied with their lives can maintain positive relationships with stronger motives for social interactions. Also, since the personal traits of extroversion and openness influence one's attainment of a higher level of life satisfaction (Hofer, Busch, & Kiessling, 2008) , it is possible that Twitter users with life satisfaction may more actively seek to interact with others, which is in turn reflected in their various interpersonal communication motives. Further, Twitter allows users with life satisfaction to have more opportunities to expand their interpersonal networks and to establish connections with various social communities.
The pattern of communication motives driven by Twitter users' social psychological status was similar with that in offline settings. It can be inferred that Twitter is not just a virtual space far from the real life but that it is also an extended place for individuals' offline social connections and interactions. Meanwhile, Twitter users' communication motives of inclusion and escape were not related with the state of loneliness or life satisfaction. This possibly implies that people do not lean on Twitter just to establish intimate personal connections or to find another online based environment for interactions. It might be inappropriate to view Twitter simply as a virtual space that contributes to enhancing the quality of insufficient personal relationships. Instead, people regard and then use Twitter as a social communication media through which they can freely exchange personal opinions and information with other members. In conclusion, Twitter has become another type of communication channel for both private conversation and public messages. The development of communication media has therefore widened the range of individuals' actual social interactions.
Limitations and Suggestions for Further Research
This study examines Twitter users' communication motives and the effects of their psychological conditions of loneliness and life satisfaction. However, it is also plausible that communication motives can change, depending on whom the users meet and with whom they have a conversation. For example, relational qualities with a close friend and a stranger may be differently related to a person's ICMs. Thus, the types of relationships can be taken into consideration to more elaborately support the links between psychological states and communication motives. Another limitation is that the current study adopted Twitter, just one of many interpersonal media channels that have 
